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ABSTRACT 

The subscription economy is basically a shift in the behavior of consumers worldwide, where 

the leaders' focus moves from products or services that users own to those that they access. The 

industries that are part of the subscription trend include entertainment, retail, software, 

healthcare, and mobility, among others. The survey examines the landscape of regime change 

alongside consumer values, retention strategies, challenges, and future trends. Understanding 
value and fostering loyalty are key for consumer success in subscription models. Value 

offerings in the subscribers' network can delight users with benefits across practical, 

experiential, emotional, and social areas. The interaction among these four dimensions of 

consumer behavior influences their support for subscriptions, the extent of usage, and long-term 

loyalty. Companies are using customer loyalty in various ways, including personalization, 

gamification, clear billing, 24/7 customer service, and ongoing innovation. However, consumer 

trust remains fragile due to issues like subscription fatigue, hidden costs, privacy risks, and 

environmental concerns. Balancing profit with a focus on customers is essential for sustainable 

growth. Technologies such as artificial intelligence and blockchain will lead to better customer-

specific communication, increased trust between customers and companies, and more secure 

recurring services. The discussion around future innovations like hybrid ownership-subscription 
models, cross-industry learning, and sustainability, which are closely tied to business metrics, 

provides a roadmap for deeper exploration of these topics in the future. The research indicates 

that subscription is not just a business model but a cultural and economic shift that emphasizes 

value creation through ongoing engagement rather than one-time transactions. To ensure that 

subscription systems develop I nto equitable, dependable, and ecologically friendly business 

ecosystems, this questionnaire recommends that future scholarly research give priority to 

comparative studies across various sectors, the creation of hybrid frameworks, and the 

encouragement of responsible innovation.  

 

Keywords: sustainability, value perceptions, ownership transformation, subscription 

economies, and retention tactics. 

 

INTRODUCTION: 

One of the most significant trends in global consumption 
and business strategies is the transformation of the 

subscription landscape. Nowadays, people are 

wondering how subscriptions benefit customers. 

Traditional notions of ownership are being reshaped by 

this shift in a number of industries, including software, 

retail, entertainment, healthcare, and mobility. The most 

popular subscription models are found on websites like 

Netflix, Disney+, and Spotify, which give customers 

unrestricted access to a huge collection of content in 

exchange for a fixed price [1]. In a similar vein, software 

companies have shifted to subscription models, with 

Salesforce, Office 365, and Adobe Creative Cloud 
setting the standard with their affordable, easily 

upgradeable, and flexible solutions [2]. 

 

Outside of the digital industries, subscription models are 

also becoming more popular, especially in the retail, 

wellness, and fitness industries. Through convenience, 

curated experiences, and personalization, companies in 

the beauty and lifestyle sectors, such as Peloton, Noom, 

and other subscription boxes, are actively drawing in and 
retaining customers [3]. This business model's rise 

represents a significant economic and cultural shift away 

from ownership and toward access-based consumption. 

In the past, "owning something" meant it was 

permanently in the owner's control and served as a long-

term source of value. Despite that, in the market that is 

rapidly changing and digitized, customers tend to opt for 

options that offer more flexibility and instant access [4]. 

Instead of just owning physical goods and having long-

term licenses, they select the ones which allow them to 

keep updating, upgrading, and exploring without the 

need for the maintenance or being obsolete. The change 
is there very explicitly in the young generations almost 

only in Gen Z, the digital natives, who have extremely 

strong objections to services that do not correspond to 

their need for instant gratification and mobility the most. 

So for these consumers, hence, the experience access is 

often more attractive than the ownership of the 

experience, and the recurring subscriptions give the 
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perfect mix of affordability, variety, and convenience 

[5]. The primary factor for success in those models is the 

method consumers find value in the offerings. 

Subscription businesses can only survive if users very 

often recognize the advantages as giving more than the 

repeated costs that are incurred. However, still, value is 

not only in terms of money saved or the usefulness of a 

service; it is created when the tangible, emotional, and 

symbolic aspects are combined. Tangible benefits 

include such things as savings, convenience, and certain 

features that are available only to members [6]. 
Emotional factors include the sense of loyalty or 

ownership that users have for digital platforms and 

services, even if they do not actually own them. Identity, 

status, and community are symbolic attributes that 

subscription services offer through engagement, 

personalization, and exclusivity [9]. Furthermore, 

subscribers are frequently particularly pleased with the 

notion that they are part of something far more exclusive 

or high-end rather than just using the service [7]. There 

is more to the discourse construction than just openness 

and dialogue. Research has shown that when businesses 

demonstrate their value by offering value enhanced 
through individual engagement—for example, through 

updates, bonuses, or even tiered offered pricing 

customer loyalty is created. 

 

Justification of the value of their products every moment 

is one of the best practices for subscription services 

through which they either launch new features or 

provide personalized recommendations or visible cost 

reductions. Such services are characterized by customer 

engagement of a higher level and a turnover rate of 

customers which is lower [8]. On the contrary, if the 
information on the value of the service is hidden or the 

communication is of poor quality, customers are most 

loyal to the point of unfaithfulness, meaning they will 

leave you. In that case, retention strategies should not be 

limited to the first moment of contact with the customers 

but should instead dwell on continuously conveying the 

customers that they are relevant, trustworthy, and fair 

[9]. Probably the main reason retention is what mainly 

defines the subscription economy is the issue. Different 

from historically sold situations where the transaction of 

sale marked the end of interaction with the client, 

subscription business model, in contrast, communicate 
continuously with the consumers. The consequence of 

this is that it is no longer a matter of competition for the 

new customers to win, but rather, it is about keeping the 

existing ones under your control for a longer period of 

time. Companies can accomplish this task through many 

different tactics. One of them, which is the company's 

most beneficial and versatile tool, is the loyalty program. 

Moreover, the company can also use the free trials to 

acquire new customers, and once these become 

converted customers, the exclusive offers and the tiered 

pricing will help to retain them. The most recent 
algorithms are embedded in digital platforms to create 

personalized content that is adjusted to the users' moods 

in real time [10]. A client of a health and wellness center 

is transformed into a member of the community of spirits 

having the same interests who, in such a capacity, turns 

into a source of the client's motivation and 

accountability. Being retail subscribers, customers 

participate in the joy and anticipation of the latter, who 

are then given the opportunity to pick the most suitable 

option from the curated boxes and thus get emotionally 

connected. These are not acts that raise awareness of the 

problem of customer retention or the retention of 

customers as it actually happened. Instead, they show 

that customer retention is a deliberate move to increase 

value and trust. This significant paradigm shift suggests 

implications that go beyond simply changed consumer 

behavior [11]. Businesses are benefitting from improved 
customer relations and more reliable revenue streams 

thanks to new business models. On the other hand, 

consumers benefit from continuous innovation, ease of 

access, and increased flexibility in response to market 

conditions. 

 

Nevertheless, the model also has some deficiencies. As 

problems, the potential market saturation, data privacy 

issues and subscription fatigue (users suffering whelm 

when dealing with number of subscriptions) could be 

addressed by [12]. Solving these will require the right 

balance between personalization and ethical data 
practice, to be creatively involved, and to set itself apart 

by transparency and clear value proposition. The 

problem studied in this paper is on decrypting how the 

subscription economy changes consumer behavior by 

the value perception and retention strategies [13]. It will 

attempt to demonstrate that the change of relationship 

between consumers and businesses due to access 

without ownership, not only is the trend, but that we 

have data form a number of different industries that 

suggest this. The literature will analys the passage from 

a psychological, economic and technological point of 
view, and so will emphasize the methods for forming, 

distributing and possession of value [14]. In doing so, it 

also aims to present a comprehensive view of the 

subscription economy as more than just a method of 

doing business; rather, it is a paradigm shift whose long-

term concerns are value creation and customer 

engagement rather than transaction [15]. 

 

THEORETICAL FOUNDATIONS: 

2.1 Evolution of Ownership and Consumption Models: 

A fundamental shift in how people view and use 

consumption is represented by the move from the 
ownership model to the subscription model refer table.1. 

In the past, a major factor influencing consumer 

behavior was ownership. In this case, the maximum that 

customers could do with their funds was to purchase an 

item for which they were granted complete ownership. 

In addition to being a cultural resident of wealth, 

stability, and identity, this model guaranteed that 

consumers could maintain their autonomy, control, and 

ability to function during lengthy journeys. Therefore, 

owning homes, vehicles, or other durable goods 

demonstrated that a person was not only stable but also 
concerned about their future security. 

 

According to economic theory, ownership was 

associated with one-time purchase transactions that 

provided businesses with instant income but limited 

chances for ongoing customer interaction after the initial 
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sale [16]. Subscription-based business models, on the 

other hand, reframe consumption as access rather than 

possession. Under such conditions, users may be granted 

temporary or perpetual access to the products and 

services in return for a regular fee. Digital media and 

transportation services are just two examples of such 

goods and services. People are drawn to it because it 

offers them flexibility and instant gratification, and it 

spares them from the problems of ownership, like high 

upfront costs, depreciation, and upkeep. 

 
Consumption is therefore primarily present-oriented, 

with experience and convenience taking center stage and 

permanence being the least important factor. There are 

signs that consumers in access-driven cases engage in 

behaviors that allow them to focus on the here and now, 

which makes them less likely to save and plan for the 

future. This further imprints instant gratification [17]. 

Both cultural and economic factors are in favor of the 

change. On the one hand, digital technologies like data 

analytics, scalable platforms, and cloud computing have 

allowed businesses to generate recurring revenue in 

addition to more flexible price adjustments [18]. 

 

 

Table.1 A comparison between subscription-based consumption and traditional ownership. 

Factor Ownership Subscription 

Cost High upfront Small recurring 

Control Full Limited 

Flexibility Low High 

Upgrades Rare Frequent 

  

2.2 Subscription Economy Defined 

In a subscription economy, businesses generate recurring revenue by providing clients with goods and services on a regular 

basis in return for recurring payments.  In the past, transactional models were predominantly based on one-off product 

sales, while the subscription model goes down the customer relations path, focusing on user-centric experiences and 

revenue streams that are scalable. Actually, there are three major aspects subscription economy consists of - recurring 

revenue, customer-centricness, and scalability. Recurring revenue is a source of all future company cash inflows, thus 

allowing businesses to allocate money for strategic planning and to reduce their dependence on one-off sales, that, in 
general, are volatile [19]. The customer-centric approach is the one that ensures a constant flow of value that represents 

quite a few things - subscribers get personalization and engagement, which in turn result in loyalty being delivered in the 

form of rewards. Meanwhile, scalability is the factor that can cause the development of small enterprises to grow 

exponentially up to several times due to the internet, automation, and data analytics that, among other things, facilitate 

businesses to access different customer segments leading to their operations increase [20]. 

 

Consumer behavior and technology trends largely explain the shift. Such firms, the truth is, have been equipping 

themselves with the very tools that not only simplify identifying the ideal customers, but selecting the right price and 

managing the loyalty programs as well. Speaking from the consumer standpoint, subscriptions are in most cases quite 

easy, adjustable, and inexpensive as they give users a quick and trouble-free access to the service or product, which is 

normally not the case with ownership. Nevertheless, subscriptions are not perfect since there occur problems like 

subscription overloading and what if you come across a subscription that you have never known before. Therefore, 
retention strategies and showing value for money to customers when it comes to loyalty are key factors in gaining 

subscriber loyalty [21]. 

 

Various sectors are aiding this trend. First of all, the digital entertainment segment might just be the best example of the 

subscription services success model, for instance, you could just consider Spotify, Netflix, etc., they are the main players 

that have entirely changed the way content is consumed; secondly, the Software as a Service (SaaS) providers namely 

Microsoft and Adobe are the ones that were able to offer solutions through multiple subscription tiers that can meet the 

varying needs of the users; thirdly, subscription commerce has just become a new way in e-commerce and retail to increase 

sales through curated product boxes and membership-based business models that allow customer-base building, thus e-

commerce and retail are the only ones that have been revivified by the development of subscription commerce as a sales 

strategy; fourthly, the healthcare and wellness sectors are embracing automation to become more efficient and deliver 
personalized subscriptions that result in customer loyalty. In addition to this, in the last couple of years, various adjacent 

industry verticals such as mobility, food delivery, and consumer electronics have also been implementing subscription 

market. The main point is that subscription economy is overhauling consumer value changes and disrupting ownership in 

today's market [22]. 

 

2.3 Value Perception Frameworks: 

One of the most important issues in understanding consumer behavior, especially in subscription-based models, is 

discovering the value that consumers associate with it. Perceived value is not an individual concept, but it is a multi-

dimensional framework that includes the above-mentioned four aspects: functional, experiential, emotional, and social 

dimensions. Mainly, functional represents the product's performance as one of the main utilities besides the reliability,  

and an equal ratio between quality and price [23]. It refers to benefits that can be measured, for example, the durability, 
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efficiency, and economic savings in the form of money. The experiential and emotional parts of value depict the 

consumer's hedonic needs, where enjoyment, pleasure, or satisfaction together with the consumer's mood are some of the 

benefits achieved. If a product or service makes a consumer feel good, does not allow the anxiety to take over, or is simply 

entertaining, then the consumer will have an emotional connection with it which very often is even stronger than with 

other functional ones. Social, in quite a different way, value comes from the relationship in which consumption influences 

the individual's self-image as well as how others see him. Loyalists paid by subscriptions that grant recognition, are in 

line with social identity or make it easier to be part of a group are not only satisfied members of the community but also 

emotionally attached to the brand by integrating loyalty into both personal and community realms [24]. 

 

These kinds of relations are not separate dimensions that work independently, rather they are the main points on which 

the entire framework is based. Take for example as shown in figure.1 the combination of a safe (functional value) and 
good feeling (emotional) service that might lead to social representation and, thus, by that channel, the overall perception 

of value could be elevated. The non-singularity nature of value leads companies to not rely solely on price or performance, 

but rather they go back to their creation of consumer-friendly, symbolic, and social products [25]. The subscription-

economy consumer exemplifies the change that has gone from the ownership model to the access model. In the past, the 

main focus was on the concept of security, administration, and lasting value, which were the characteristics that came 

with ownership. On the other hand, more access-oriented es are likely to convince customers by providing them with 

comfort, lessened responsibility, and an opportunity to enrich their experiences. Customers are more and more willing to 

grab the opportunity to try out different market offerings without the burden of taking care of them or worrying that they 

will become obsolete. 

 

Yes, access can still be a way to simplify and lower costs for the company, yet the company would still need to remain 

relevant in the user's point of view and keep the user's emotional background at a certain high level all the time if it is 
going to be successful. It is really important to keep on recharging the functionality-emotion-support triangle in the 

situation when it is one of those worlds where access is the better option compared with ownership [26]. 

 

 
 

DRIVERS OF THE SUBSCRIPTION ECONOMY: 

A large share of the success of the subscription system was the rapid growth of the subscription economy, which came as 

a result of four main drivers - consumer, business, culture, and technology - that changed the basic principles of ownership 

and the exchange of value. The area has been greatly impacted by technology in a number of ways. For example, the main 

reasons for the exponential increase of subscription businesses are the implementation and use of big data and the cloud. 

Besides predictive modeling, real-time personalization, and customer experience service, these new software and 

hardware also make the market entry process easier in terms of digital infrastructure and platform-based ecosystems [27]. 

Consumers look at the evolving markets and expect three things - flexibility, affordability, and personalization. As a result, 

the access versus ownership trend has been deepened significantly [29]. 
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From a purely financial point of view, subscription businesses provide a very strong argument - they make it possible for 

returns to become regular, predictable, manageable, and moreover they also increase the loyalty of customers who are 

more involved. In addition, these subscriptions are data-driven, which means that companies can discover user behavior 

through data and thus, this will result in an enlarged product line and new pricing strategy of the company whereas, at the 

same time, this will be facilitated by the cloud platforms that are very crucial in achieving growth without the rise in 

operating costs that is identical to the growth rate [28]. What is more subscription companies also have better competitive 

advantage and thus they enjoy lower turnover rates and higher customer lifetime value i.e. they can better withstand market 

fluctuations. 

 

Subscription adoption is affected not only by cultural factors but these impact even less significantly. Green consumers 

are more and more becoming a larger market segment, they also have a positive effect on companies since they motivate 
them to concentrate on access along with the shared use of resources rather than ownership which will inevitably lead to 

pollution and thus is not compatible with the new eco-friendly lifestyle trend. It cannot be denied that minimalism and 

convenience have been two aspects that have had a major role in this trend and still are since these were the factors that 

made consumers realize that they would be able to consume less and at the same time have access to a wide range of 

products and services without even one interruption [29]. These cultural drivers are the ones that have placed subscription 

schemes at the core not only of the shared values of the different social groups but also in values that are not only related 

to economic transactions but rather represent living a responsible, efficient, and constantly getting the most out of the 

products and services used lifestyle. 

 

Ultimately, it is critical to emphasize that every digital, consumer, business, and cultural element contributes to a very 

intimate and interconnected relationship that keeps the subscription economy afloat. Because of this robust and varied 

foundation, subscription services have transcended the improvement of customer relationships and the economic resilience 
of the digital age, moving from being a niche to mainstream business models [30]. 

 

Table.2 Drivers of subscription economy growth. 

Driver Key Factors Business Implications Example 

Technology AI, Big Data, Cloud Real-time personalization Netflix, Salesforce 

Consumer Flexibility, Affordability High adoption Spotify 

Cultural Minimalism, Sustainability New value systems Zipcar 

Business Recurring revenue, Predictability Financial stability Adobe CC 

 

CONSUMER VALUE PERCEPTIONS: 

How users perceive the value of their subscriptions will determine how the subscription ecosystem changes. Such views 

unveil four aspects of value namely - the functional, experiential, emotional, and social - that also vary in terms of their 

impact on adoption and retention as shown in figure.2. Functional value is largely about being money-saving, easy to do, 

and having a wide choice. For example, by means of a subscription plan it is going to be quite easy to avoid a huge sum 

of money at once, while at the same time the costs will be predictable and a variety of products and services will be 

accessible without any problems. Thus, subscriptions become not only the most money-saving way, but also the alternative 

the most viable for you to stop being the owner of your property. The experiential value is mainly due to the satisfaction 
of the user because the procedures are curated, personalized, and seamless. Recommendation systems, personalized 

services, and easy usability do not merely present subscriptions as part of the basic utilities but also their customers' 

personal experiences with which they feel comfortable as a result of just applying [31] 

 

Loyalty, identity, and attachment, which are the factors that bring more loyal consumers are the main aspects that 

emotional value is related to. These factors are not simply consumers but brands too. Subscription is more than a mere 

object; it is the image of the lifestyle and community of which one is a member. In this case, the driving force of reinforcing 

loyalty and deepening the bond between a brand and the consumer is the factor that comes from either being consistent 

with values or a popularity symbol. Social connection is another value that really comes from community vibes, getting 

validation from peers, and the power of networks. Being part of the same online spaces or groups isn't just a way to build 

strength; it's also a big factor in keeping users loyal. This kind of influence can be achieved in many ways, whether it's 
through group subscriptions, word-of-mouth referrals, or active online communities. When users get engaged, they don't 

just get experiences deeply rooted in social settings, but it also tends to boost how much they use the platform and 

encourage others to join [32]. 

 

On the flip side, even with all the benefits, the trade-offs between owning something outright versus just having access to 

it are still pretty significant. While subscriptions make it easier to get started and offer a certain kind of freedom, they also 

come with risks like higher costs over time, relying too much on the service provider, and losing control over the assets 

or content you use. Compared to owners, people who are just consumers might feel uneasy because their access isn't 

permanent, and they aren't really building up anything of their own over time. The idea of value in the subscription 

economy keeps changing with advances in technology, culture, and consumer expectations. The companies that will have 
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the longest loyalty retention period will be those that not only resolve the ownership-access issues but at the same time 

succeed in aligning functional efficiency, personalized experiences, emotional resonance, and social connectedness [33]. 

 

 
 

Figure 2. Comparison of sales trends between two subscription-based product categories (Product A: SaaS; Product B: 

streaming service), 2019–2024. The growing trends of both products show that consumers are progressively moving 

towards access-based models, which is in line with the assertion that recurring subscription models are becoming the main 

way of consumption. Figure 1 contrasts the revenue expansion of two iconic subscription-based digital products -Product 
A (a software-as-a-service example like Adobe CC) and Product B (a streaming service model like Netflix) from 2019 to 

2024 [81]. 

 

The sales of Product A (a software-as-a-service example like Adobe CC) and Product B (a streaming service model like 

Netflix) from 2019 to 2024 are depicted in the line graph shown in figure.1. Both product lines show an upward trend 

over the years with some fluctuation. Product A sells more than Product B in all years, gradually increasing from 120 to 

280 units. The sales of Product B also increase steadily from 100 to 250 units over the six-year period. The difference 

between the two products is still considerable, though, as Product B's sales are increasing at a slightly slower pace, the 

gap between the two is getting smaller over time. This indicates that Product B is not only gaining ground but also 

becoming an attractive proposition for the future. 

 

4.1 Functional Value: 
Functional value is the most rational side of a consumer's evaluation when dealing with subscription models that mainly 

highlight such aspects as being cost-effective, easy to use, and more diverse in terms of products or services. Usually, 

subscriptions lower the barriers to entry as they cut down the amount of money that is necessary to start a subscription 

and offer a predictable monthly fee structure that consumers often view as being easier to manage than if they had to pay 

for a one-time ownership cost. 

 

Convenience is a very important feature, as the possibility of having an immediate access to services - streaming media, 

curated meal kits, or software-as-a-service - not only makes it a time and effort saver but also enables it to fit today's 

lifestyle perfectly. Besides, subscription deals are providing consumers with more options as they combine different 

products or services that are from the same platform, e.g., unlimited streaming catalogs or bundled assortments. 

 
Though, consumer decisions on functional value are usually dependent on comparisons with other alternatives. They are 

always checking if the total costs of subscriptions are worth the utility they get, thus making functional value a major 

source of adoption, but it is still necessary to be supported by other value dimensions for a long-term retention. 

 

4.2 Experiential Value: 

Experiential value is very closely linked to the highest quality of the user experience, which involves such items as 

curation, personalization, and the user's smooth experiences. Subscription businesses, for example, are successful when 

they allow their clients the necessary perfect integration into their everyday lives combined with personalized 

recommendations and easy-to-use platforms. Technology for personalization is in line with consumer satisfaction if and 

only if it produces what the customer expects, i.e. it makes the user feel more involved and, therefore, more engaged with 

the product or service. Curation becomes a significant means by changing the unlimited supply into the most suitable 

picks, and thus, it gets rid of the decision fatigue and turns the choice into discovery. For example, entertainment platforms 
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can create this feeling by offering playlists or watchlists that match what people enjoy, while subscription boxes surprise 

users with carefully put-together collections. One big reason experiential value is created is that it lets users glide through 

the service without any hassles. This smooth experience comes from things like using the service across different devices, 

having easy-to-use interfaces, and simple payment processes, all of which make it feel effortless. What really makes 

experiential value strong for keeping customers is that it builds loyalty, not just because it’s efficient, but because it can 

bring joy and emotional connection to the user’s journey. So, keeping customers happy relies on making sure they see 

subscription services as exciting and rewarding experiences, rather than just convenient ways to get content [35]. 

 

4.3 Emotional Value: 

The emotional value comes from the connections consumers form with subscription services. These connections are where 

feelings like trust, a sense of belonging, and brand loyalty show up – they're just a few examples of how these relationships 
develop. To put it simply, subscriptions are not just money-based; they can also be a medium through which users exercise 

their symbolic and self-expressive functions. New customers can be related to the brands that best portray their uniqueness, 

life, or goals. For example, by merely utilizing eco-friendly or luxury platforms, users become the both the champions of 

the values and the social ranks they belong to, thus consumption turns into an identity project [36]. 

 

Trust, for instance, is the main point in the whole system especially when consumers are given the power to decide. One 

of the things that make the perception of fairness and trustworthiness, thus loyalty that is the consequence among others, 

are the good practices, the reliability, as well as the transparency in billing. When the ideas of belonging to or reminiscing 

are the cause and, thus, the most resilient to competitors are the ones, carbon emission is part of it when the emotional 

attachment of a brand is included. Nevertheless, different from the emotional value aspects, functional benefits lose long-

term customer retention as they are not successful in integrating subscription into consumers’ self-concept and thus 

cancellation gradually appears as a personal loss. Therefore, by the development of emotional value, providers may be 
able to go beyond the dispassionate nature of transactions and brand relationships may remain intact for a longer time 

[37]. 

 

 
Figure.3 The value-loyalty chain model. 

 

4.4 Social Value 

Among the subscription models features that attribute to consumer decision-making's social aspect are the ones related to 

social value that points to the role of networks, peer influence, and community as the main factors of value creation. In 

these social subscription networks, consumers do not merely connect on the functional or experiential level, but they also 

connect through social exchanges between individuals and their greater social environment. Experiences become the 

property of subscriptions. For instance, if shared experiences happen to be family streaming accounts, collaborative 

workspaces, or group learning platforms, then it does not matter; in each case, they all hold the potential for bringing up 

the value of subscriptions. These kinds of models not only allow for prolonged value to individual consumption but they 

also involve people in social practices, which are usually the least connected or the ones that feel the most like a part of a 

community and require the most reciprocity. 

 

Social worth mainly relies on network effects, where the utility of a service is greater as more people use that service [38]. 
For instance, the creation of platforms such as streaming services, ride-sharing, or online education communities may be 

equally possible as well as their rising with the participation growing, which is the cause of a cycle of adoption being 

supported by social proof. Besides that, the peer influence effect is not only at this point; it is also broadened by this 

process. Friends' recommendations, social media endorsements, and word-of-mouth validation are some of the frequently 

influencers that may be more powerful than direct advertising in both adoption and continued engagement. 

 

Referring to groups and opinion leaders reflects the behavioral core of consumer theories that indicates individuals to us 

that people look up to trusted networks to reduce doubts, get approval, and confirm their identity [39] in the consumer 

behavior context. People get social value from it just as much as they obtain practical sharing by tapping into social needs 
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that are deeply ingrained in their psyche. Indeed, subscriptions are considered as well as they function as community 

recognition features, where membership means that a person's lifestyle, values, or even culture trend that the person 

belongs to was in line with that community. 

 

Taking part in group activities does more than just build loyalty and a sense of belonging. Even the smallest sign of 

disengagement, like unsubscribing, is instantly seen as being left out of something truly valuable. Companies benefit from 

this approach, and they get help from brand communities, referral programs, and influencers to strengthen trust and 

authenticity, which supports this kind of practice. Ultimately, the social value is definitely there, because it promises to 

change what subscriptions are all about, turning them into a social experience rather than something you do alone. By 

using community involvement, peer-to-peer influence, and network effects, subscription businesses can not only grow 

their user base but also boost loyalty. This happens because members feel their participation is personally and socially 
rewarding, which keeps them involved [40]. 

 

5. Retention Strategies in Subscription Models 

One of the key factors subscription-based models rely on is customer loyalty, satisfaction, and other similar factors that 

are common in a thriving business that draws its success from the retention of existing customers. Personalized and 

individualized products are the main methods that a company can use to keep customers coming back. These products are 

a perfect match for technology. More precisely, products become highly data-driven as AI is used for that, and big data 

analytics is employed for recognizing the customer's preferences, while the dynamic pricing is used for the pricing 

calculations. Companies who go in this style and become customer-centric in nature attract customers' attention, and yet, 

extend the membership life cycle by reducing the is-to-churn rate[41]. 

 

Apart from personalization, companies have been using different engagement approaches in order to keep the customers 
active and interested. Gamification can be referred to as a major one, whereas other factors such as loyalty award programs 

and features related to the creation of membership communities may also be of significance. A scientific paper shows that 

customers, who are members of the Internet communities and use the gamified reward system, get not only great 

entertainment but also such a feeling of belonging and motivation, which in fact, leads to continuous interaction and 

ultimately customer loyalty and long-term commitment[41]. 

 

But equally important are the opinions of your customers and the way you treat them. Consumers tend to stick with well-

known and reliable brands. So, if customers feel comfortable and always know what's happening, they're much more likely 

to stay loyal to you. Fair processes involving fair billing, a simple cancellation policy, and strong data protection, in 

particular, are the ones that take away mistrust and plant confidence in the vendor's pockets[42]. Subscribers who 

encounter hidden fees and subscription plans with vague terms of service are likely to get annoyed. In these cases, the 
only way to maintain trust is through communication and accountability. The customer's transformation can also greatly 

affect how the company is positively perceived in a similar manner. Omnichannel support, a well-functioning digital 

interface, and the cordial and efficiently organized connection between the customers and the staff are all combining to 

eliminate the difficulties that the customer has when traveling through the brand concept, and at the same time, the 

customer is guaranteed to receive convenience and trust in each stage. 

 

Research shows that simplicity, accessibility, and consistency of experiences largely, if not always, are the main reasons 

for customers' satisfaction and loyalty, even in a highly competitive market or in a situation when customers only have a 

limited number of resources[43]. Moreover, innovation and value co-creation are also essential for subscription success 

in the future. The continuous coming of innovations, the constant use of technology, and the adoption of appropriate 

collaboration methods with the users are the factors that keep products updated and ready to meet users' changing 

requirements[44]. 
 

Furthermore, getting users involved in product development by listening to their feedback is the quickest way to make a 

product better. It's also the most powerful way to build a strong emotional connection between the people providing the 

service and the people using it. Additionally, an agile business model not only supports and streamlines this process by 

being quick to respond to what customers want and how things change, but it also gives your business an extra boost in 

speed and flexibility. All these strategies basically highlight that, especially in subscription businesses, keeping customers 

isn't just about giving them rewards for transactions. It's a more complex mix involving personalization, keeping them 

engaged, being transparent, offering seamless experiences, and constantly innovating. When you get all these elements 

working together, it helps create a new, stronger kind of era for building lasting customer relationships that truly stick 

[45]. 

 

CHALLENGES AND CRITICISMS: 

The subscription economy has really taken off, growing into a massive industry. Along with this growth, it's brought a 

host of great advantages like making things easy for customers, offering flexible ways to use products or services, and 

enabling an "access over ownership" model refer table.2. This idea where customers can use something without actually 

owning it—has become one of the most popular and talked-about business models today. However, the popularity of the 
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subscription economy is overshadowed by a plethora of problems and criticisms that question the capacity of the 

subscription economy to maintain the long-term horizon. 

 

One of the main issues is subscription fatigue alongside other problems of the subscription economy. Subscription fatigue 

refers to the situation when consumers experience a feeling of being overwhelmed with the number of subscription 

services they are to choose from and pay that keep recurring [46]. Almost everything has turned into a subscription in life; 

be it entertainment, software, personal care, or household products, and so the customers are left to sort out not only 

multiple payments but also multiple accounts. Customers in such a scenario tend to drop their subscriptions and move 

away from subscriptions. 

 

The problem most closely connected with subscription fatigue is the fact that scepticism is very high among the general 
public regarding whether there might be any hidden costs or the question of the actual long-term value of subscriptions. 

Customers continually think of the possibility of things such as a company not being entirely frank about the pricing, 

making it more difficult to stop the subscription, or combining features for charging more without giving anything extra. 

The research indicates that in the trading market, trust gets upset due to the lack of contract preciseness, providers 

overstating the capabilities of their products, and pushy sales tactics then they cause the feeling of distrust that later on 

become obstacles for customer loyalty. Moreover, access-based business models are causing major environmental and 

ethical issues [47]. Despite that these models are generally promoted as being eco-friendly alternatives that put less 

emphasis on ownership and more on usage, the truth is significantly more complicated. The way products move around 

through rentals or temporary use might actually make logistics more complicated, create more packaging waste, and cause 

products to wear out faster. All of these things can end up canceling out the environmental advantages we might hope for. 

Plus, there's an ethical problem if these platforms only care about making money quickly and ignore their social duties. 

This kind of focus could really upset the growing number of people who are trying to be more eco-friendly and socially 
aware [48]. Staying sustainable in today's digital world means businesses need to be good for the economy, society, and 

the environment but lots of subscription service companies find it tough to keep all those balls in the air at once. 

 

You know, on top of everything else, the issues with subscription services just keep rolling in. Things like privacy 

invasions and data misuse are definitely at the forefront when we talk about the subscription model. The problem is, these 

digital services really lean on user data to tailor what they offer, predict who might leave, and boost their profits. This 

whole idea of turning people's habits into a business has raised a lot of questions about how data is handled—it’s just not 

very transparent, and there’s always that risk of personal information being mishandled. More and more, consumers are 

hesitant to share their data because they worry about leaks, being profiled, or how their information might be exploited. 

And let’s face it, the rules and regulations just aren’t keeping up with how fast things are changing [49]. This lack of trust 

in how data is collected and managed is a huge hurdle, one that’s really impacting whether subscription-based models can 
stay sustainable. 

 

Finally, figuring out how to balance making the most profit with keeping customers happy is another big challenge for 

companies. Businesses love the idea of steady, predictable income, but they might also use aggressive ways to make 

money, which often just makes customers angry and damages long-term loyalty. Companies will succeed in the long run 

if they stop thinking that making money is their only goal, and instead focus on offering real value, being fair, and being 

as transparent as possible. The subscription economy is in serious trouble if it doesn't tackle these problems directly; it 

could end up losing the trust and loyalty of its customers, which would mean giving up its status as one of the most 

innovative business models of the 21st century [50]. 

 

Table.3 Important issues and their effects in the subscription economy. 

Issue Consumer Impact Business Risk 

Subscription Fatigue Overwhelm, cancellations High churn 

Data Privacy Lack of trust Legal risks 

Sustainability Perception of waste Brand image loss 

  

7. Market Size and Growth of the Subscription Economy 

The subscription economy has changed the world into one of the most rapidly growing business models with a global 

reach and has changed consumer expectations from all kinds of companies. Recent market analyses show that the global 

subscription economy was worth around $650 billion in 2020, and it is estimated to exceed $1.5 trillion by 2030 with an 

average annual growth rate of more than 15% [56], [57]. The growth is largely influenced by the advantages of digital 

platforms, recurring revenue models, and changing consumer preferences which focus more on accessibility rather than 

ownership. Moreover, the pandemic has been instrumental in speeding up the trend with digital-first subscriptions 

combining cloud software, streaming, and e-commerce memberships that have had a quick rise in the number of 

subscribers as they have proven to be more resilient compared to the traditional ownership models [58]. 

 

8. Industry-Specific Insights and Revenue Comparisons 
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Though the overall subscription economy keeps getting bigger, one can still observe sectoral disparities in the amount of 

money raised and the pace of growth. The software as a service (SaaS) sector remains the largest part of the subscription 

market with the spending of the end-users having risen from $120 billion in 2015 to more than $250 billion in 2022shown 

in figure.2 [59]. The OTT streaming sector had almost $95 billion of revenues in 2022, and the top platforms such as 

Netflix, Disney+, and Amazon Prime Video are largely responsible for this trend [60]. Subscription-based retail activities 

worldwide, including Amazon Prime memberships, meal kits, and personal care boxes, have drawn approximately $40 

billion in 2022 [61]. However, the car rethinking industry, or e-mobility application area, as well as the digitization of the 

health sector, are a complete exception, i.e., are still in the preliminary stage of market entry but supposed to be enormously 

scaled by 2030. The comparison numbers visualize the supremacy of SaaS but simultaneously the spread of the 

subscription economy into different sectors [62]. 

 

 
 

Figure 4 shows the growth of the global subscription economy market from 2015 to 2030. The graph shows how 

subscription-based revenue has been steadily increasing and is expected to reach USD 1.5 trillion by 2030. 

 

CONSUMER STATISTICS: SUBSCRIPTION 

FATIGUE, RETENTION, AND CHURN 

The continuation of the range of subscription services 

depends on the consumers' perceptions of the value 

given to them and their tolerance for regular payments. 

Several studies uncover that an average family in the 

richer world holds 5–7 active subscriptions but although, 

nearly half of consumers experience subscription 
fatigue, financial reasons and duplicate content are the 

main causes for giving up subscriptions [63]. Different 

industries have very different churn rates: SaaS numbers 

are between 10 and 20% each year on average, 

demonstrating that there are various intensifying factors 

for immobility in the B2B sector due to the existence of 

switching costs and customer lock-in effects [64]. On the 

contrary, the alternate TV (OTT) sector experiences a 

rate of loss of subscribers of up to 35% per year as the 

customers are continually switching the platforms with 

exclusive content offerings [65]. Subscription retail 
activities are even more prone to churn such that some 

researchers find the rate of cancellations in the first six 

months of the product's life is greater than 40% [66]. 

However, the retention efforts involving 

personalization, bundling, and doing what is beyond 

customers' expectations have been critical in solving 

consumers' fatigue and turning in long-term profits [67]. 

 

10. Case Studies of Retention Strategies in Leading 

Firms 

Real-world context expresses how achievements in the 

companies are based on the ways they reduce the rage of 

subscription loss and create consumers' trust. In the case 

of Netflix, AI-powered content personalization drives 

increased user engagement and fast track subscriptions' 

continuity and renewal [68]. One of the differences that 

Spotify brings in compared to the competition is the 

mashup of playlists, podcasts, and exclusive artist 
relationships which have helped the steady growth of the 

subscriptions number as well as the reduction of churn 

[69]. Technically, the Adobe story about its move from 

perpetual licenses to Adobe Creative Cloud subscription 

is a perfect case of how a company turned its customer 

base into a recurring revenue stream thereby increasing 

its revenues and stabilizing them in the long run. Since 

this transition moment in 2013, Adobe has been posting 

a double-digit increase in turnover rates almost every 

year [70]. At the same time, along with the Zoom’s 

forecasted rise of almost 20% annually during the 
pandemic period [71], the entry of Microsoft Teams into 

Office 365 has also been illustrating the strength of SaaS 

in the crisis-afflicted market [72]. It is all these examples 

which show that within a certain group of firms, those 

utilizing personalization, bundling of ecosystems, and 

seamless user experiences are the firms who can still be 

successful despite the hard factors such as subscription 

fatigue [73]–[80]. 

 

11. Future Directions and Research Gaps 
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We're still determining the precise direction of this shift 

toward a more digital and connected setup, but the 

subscription economy is a good example of it. How well 

we fill in the knowledge gaps and take advantage of the 

opportunities that are currently being missed will 

determine the course of events and the final destination. 

Future technologies are essentially what are driving this 

entire transformation. Market investments in Artificial 

Intelligence (AI) can be twice as big in 2024 as it was in 

2020, according to forecasts. The world of applications 

will broaden from predictive analytics to the hyper-
personalized recommendations that are updated 

immediately according to the user's preference changes 

[51]. In this way, playing with such tools allows that the 

retention rates of memberships keep going up since they 

become more personalized to the closest individual 

needs that, in their turn, translate into lower churn. 

 

Blockchain is one of the distributed ledger technologies 

that can be held responsible for being an instrument 

capable of touching as much as 10% of the global GDP 

by the year 2025 if it was doing transactions that are 

transparent and with a high enough degree of 
verifiability. These wonders of engineering in the billing 

cycle are anticipated to enable the purchasers to evade 

suspicions of unannounced cancellations or detailed 

billing processes being done while at the same time 

providing security for decentralized identity 

management and trustworthiness through unchangeable 

data records [52]. However, both blockchain and 

artificial intelligence are facing similar problems, such 

as integrating disparate systems, managing expansion, 

preserving energy, and guaranteeing moral usage. These 

problems are driving continuous industry efforts and 
research to find answers.  The advancement of 

technology is only the beginning. Joint ownership-

subscription agreements, which appear to be the most 

likely next major trend, may be the next area of the 

subscription economy to investigate. 

 

Such types of models by which one can combine the 

sovereignty of the possession with the convenience of 

the access have the most enormous opportunity mainly 

not only in ordinary but also in those sectors that are 

immensely dependent on assets such as mobility, 

housing, and durable consumer goods. One position of 
consumer trends focusing may be the flexible car-

subscription programs or co-housing agreements, as 

they reveal how consumers may be most willing in terms 

of comfort and control to have their needs met. Though, 

there could be a shortage of research in the areas of 

finance, psychology, and consumer behavior on these 

models and their long-term effects [53]. Researchers of 

tomorrow must take the responsibility of deciding if 

substructure hybrids suffice to convince consumers of 

the myth of value erosion, while at the same time 

keeping providers profitable. 
 

This also applies to the comparative analysis of 

subscription acceptance trends across various industries. 

However, the key distinction is that recurring business 

models are relatively new to sectors like high-tech 

manufacturing, education, and hospital care. In contrast, 

sectors like digital entertainment, software-as-a-service 

(SaaS), and e-commerce have already been studied quite 

a bit in this area [54]. It's really only by looking across 

these different industries that we can find the best 

practices for the industries adopting subscriptions, 

understand how their specific situations affect the 

adoption, and see how things like regulations, culture, 

and infrastructure help or hinder their success. Without 

this kind of comparative view, the subscription economy 

risks developing in isolated pockets, which would limit 

the potential for broader, system-wide innovation. 
 

Another set of questions the subscription economy still 

needs to grapple with involves sustainability over the 

long haul. While recurring revenue models can be less 

risky for companies, there's still some debate about 

whether they're truly eco-friendly, or if they might 

actually lead to using up resources too quickly and 

fostering digital dependency [55].Studies claim that 

making access to consumption as an environmental 

savior is not automatic: in some cases, the need for 

increased circulation and logistics may actually cause 

higher carbon footprints instead of lowering them. 
 

Future sustainability researchers should help the 

industry solve this issue by including governance, 

society, and environment metrics in their subscription 

model designs. It also refers to investigating the extent 

to which subscription systems support circularity, keep 

waste at low levels, and adhere to global sustainability 

goals, among other things. Subscription offerings embed 

responsibility by sincerely transforming from being 

largely profit-driven vehicles of success to becoming a 

model of value that is both equitable and lasting [56]. 
Therefore, the subscription economy should be 

supported by struggling technological leaps, hybrid 

consumption model adoption, cross-sector transfer of 

knowledge, and sustainability metric development if it is 

to cultivate. The extent to which this uncertain research 

is resolved is the determinant of whether this model is 

just a transient phase or a transformational and socially 

responsible global economic pillar [57]. 

 

CONCLUSION: 

The subscription economy has fundamentally altered the 

entire value creation process and is just one facet of the 
most recent business and consumer culture. Generally 

speaking, traditional ownership was directly linked to 

permanence and ownership, whereas subscription 

models emphasize the qualities of flexibility, continuity, 

and access. The change of the solar system is based on 

consumer needs, which evolved slowly along with 

technology and companies looking for a more stable 

revenue. Retention is still the most crucial part of the 

whole story, as companies cannot merely rely on it that 

they are relevant to consumers and treat them fairly for 

them to keep coming back. 
 

Out of the methods, that not only deter the customer 

from leaving but also make them so used to subscriptions 

that it is part of their lifestyle, are personalization, 

gamification, open billing, omnichannel support, and 

value co-creation. Such events make a point that 
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retention is sometimes not there, but it results from a 

continuous, deliberate value provision. Meanwhile, 

subscription fatigue, data privacy, and anxiety about the 

ethics of overconsumption are still some of the issues 

that hang over subscription models. The firms are losing 

their ardent supporters and cutting off their long-term 

outlooks because of conversations that are only 

interrupted by the need for maximization at the expense 

of transparency and trust. The subscription economy's 

future greatly depends on its ability to identify and 

reconcile the research-practice discrepancies that will be 
the primary driver of sustainability. There are still 

obstacles to overcome even though customer-focused 

management with AI and blockchain technology is 

easier and safer and is truly revolutionizing the industry. 

These include making sure the systems can 

accommodate more users as they expand, ensuring that 

various platforms integrate seamlessly, and determining 

the most appropriate ethical guidelines for all parties. 

 

On top of that, new business models that mix ownership 

with subscriptions are emerging. These are looking into 

how to let consumers have access to things in a 
controlled way that fits their lifestyle, easily and without 

fuss. But, we still need a lot more research to really 

understand what all this might mean. Additionally, it is 

impossible to fully understand this without contrasting it 

with what is already successful in other sectors, such as 

the world of subscription-based entertainment, and 

determining what lessons can be applied to the still-

developing fields of healthcare and education. Not to 

mention the impact on society and the environment. 

How enduring are these subscription-based business 

models? Although merely having access to things may 
seem more circular and less wasteful, if done incorrectly, 

it could wind up consuming a lot of resources. Therefore, 

integrating robust sustainability measures into these 

models is a crucial first step in ensuring that they align 

with the values of our broader society. 

 

In conclusion, the subscription economy is more than 

just a passing fad in our business practices. In actuality, 

it signifies a fundamental change in the way businesses 

function, how value is produced and distributed, and 

how consumers behave. This model must successfully 

strike a balance between profitability, transparency, and 
adherence to fundamental principles like ongoing 

innovation, good corporate citizenship, and 

environmental protection if it is to endure. The 

subscription economy has the potential to become a 

long-lasting system that not only transforms how we 

handle money but also encourages social justice and 

better environmental practices if it can successfully 

negotiate these obstacles. 

 

REFERENCES: 

1. Iiard | home - international institute of 
academic research and development [Internet]. 

[cited 2025 Sep 18]. Available from: 

https://iiardjournals.org/index.php/ijebm/articl

e/view/2563 

2. Joseph D, James B, Sharma T. Modelling 

complex psychological and behavioral 

dynamics: analyzing perception and 

psychological ownership in gen z’s re-

subscription intentions towards ott platforms. 

Northeast Journal of Complex Systems 

(NEJCS) [Internet]. 2025 Jun 7;7(1). Available 

from: 

https://orb.binghamton.edu/nejcs/vol7/iss1/13 

3. Gangabhathina PM. Dollar-value transparency 

loop: visualizing the customer trust-to-

advocacy cycle in financial services. Journal of 

Computer Science and Technology Studies 
[Internet]. 2025 Jun 12 [cited 2025 Sep 

18];7(6):214–24. Available from: https://al-

kindipublisher.com/index.php/jcsts/article/vie

w/9957 

4. Advantages and disadvantages of Software as a 

Service (Saas) | nibusinessinfo.co.uk [Internet]. 

[cited 2025 Sep 18]. Available from: 

https://www.nibusinessinfo.co.uk/content/adva

ntages-and-disadvantages-software-service-

saas 

5. Khalil S, Winkler TJ. How software as a 

service simultaneously affords organizational 
agility and inertia. The Journal of Strategic 

Information Systems [Internet]. 2023 Dec 1 

[cited 2025 Sep 18];32(4):101804. Available 

from: 

https://www.sciencedirect.com/science/article/

pii/S0963868723000501 

6. Wu B, Guo G, Luo P. The effect of 

subscriptions on customer engagement. Journal 

of Business Research [Internet]. 2024 May 1 

[cited 2025 Sep 18];178:114638. Available 

from: 
https://www.sciencedirect.com/science/article/

pii/S0148296324001425 

7. Neglur IS, Ps R. Keeping viewers hooked: 

Netflix’s innovative strategies for reducing 

churn. Journal of Information Technology 

Teaching Cases [Internet]. 2024 Oct 26 [cited 

2025 Sep 18];20438869241296895. Available 

from: 

https://journals.sagepub.com/doi/10.1177/204

38869241296895 

8. Munaro AC, Hübner Barcelos R, Francisco 

Maffezzolli EC, Santos Rodrigues JP, Cabrera 
Paraiso E. To engage or not engage? The 

features of video content on YouTube affecting 

digital consumer engagement. J of Consumer 

Behaviour [Internet]. 2021 Sep [cited 2025 Sep 

18];20(5):1336–52. Available from: 

https://onlinelibrary.wiley.com/doi/10.1002/cb

.1939 

9. Ashley C, Ligas M, Chaudhuri A. Can hedonic 

store environments help retailers overcome low 

store accessibility? Journal of Marketing 

Theory and Practice [Internet]. 2010 Jul [cited 
2025 Sep 18];18(3):249–62. Available from: 

https://www.tandfonline.com/doi/full/10.2753/

MTP1069-6679180303 

10. Nair MM, Tyagi AK. Chapter 11 - AI, IoT, 

blockchain, and cloud computing: The 

necessity of the future. In: Pandey R, Goundar 



How to cite: Renu Verma, et, al. Subscription Economy and the Transformation of Ownership: A Review of Value Perceptions and 
Retention Strategies. Advances in Consumer Research. 2025;2(5):935–951. 

Advances in Consumer Research                            947 

S, Fatima S, editors. Distributed Computing to 

Blockchain [Internet]. Academic Press; 2023 

[cited 2025 Sep 18]. p. 189–206. Available 

from: 

https://www.sciencedirect.com/science/article/

pii/B9780323961462000012 

11. Polese A, Seliverstova O. Luxury consumption 

as identity markers in Tallinn: A study of 

Russian and Estonian everyday identity 

construction through consumer citizenship. 

Journal of Consumer Culture [Internet]. 2020 
May [cited 2025 Sep 18];20(2):194–215. 

Available from: 

https://journals.sagepub.com/doi/10.1177/146

9540519891276 

12. Auh S, Menguc B, Sainam P, Jung YS. The 

missing link between analytics readiness and 

service firm performance. The Service 

Industries Journal [Internet]. 2022 Mar 12 

[cited 2025 Sep 18];42(3–4):148–77. Available 

from: 

https://www.tandfonline.com/doi/full/10.1080/

02642069.2021.1998461 
13. Agarwal H, Bansal V, Gupta S. Customer 

churn prediction for a subscription service. In: 

2025 International Conference on Engineering, 

Technology & Management (ICETM) 

[Internet]. 2025 [cited 2025 Sep 18]. p. 1–6. 

Available from: 

https://ieeexplore.ieee.org/abstract/document/1

1051588/ 

14. Salaverría R. Metrics-Driven News: The 

impact of data analytics on journalism. In: The 

Routledge Companion to Digital Journalism 
Studies [Internet]. 2nd ed. Routledge; 2024. 

Available from: 

https://www.taylorfrancis.com/chapters/edit/1

0.4324/9781003334774-20/metrics-driven-

news-ram%C3%B3n-salaverr%C3%ADa 

15. Nguyen D. Subscription fatigue: analyzing 

financial behavior in a saturated subscription 

market [Internet]. 2025 [cited 2025 Sep 18]. 

Available from: 

http://www.theseus.fi/handle/10024/891649 

16. Pahl J. Family finances, individualisation, 

spending patterns and access to credit. The 
Journal of Socio-Economics [Internet]. 2008 

Apr 1 [cited 2025 Sep 19];37(2):577–91. 

Available from: 

https://www.sciencedirect.com/science/article/

pii/S1053535707000224 

17. Koide R, Murakami S, Yamamoto H, Nansai K, 

Quist J, Chappin E. Prospective life cycle and 

circularity assessment of circular business 

models using an empirically grounded agent‐

based model. J of Industrial Ecology [Internet]. 

2025 Aug 29 [cited 2025 Sep 19];jiec.70090. 
Available from: 

https://onlinelibrary.wiley.com/doi/10.1111/jie

c.70090 

18. Kim AJ, Chung MH. Psychological ownership 

and ambivalent employee behaviors: a 

moderated mediation model. Sage Open 

[Internet]. 2023 Jan [cited 2025 Sep 

19];13(1):21582440231162535. Available 

from: 

https://journals.sagepub.com/doi/10.1177/215

82440231162535 

19. Schneider R, Imai J. User-based valuation of 

digital subscription business models. 

International Journal of Real Options and 

Strategy. 2020;8:1–26. 

20. Olimjonovich DB. The subscription economy: 

transforming business models. Web of 
Discoveries: Journal of Analysis and 

Inventions [Internet]. 2024 Mar 26 [cited 2025 

Sep 19];2(3):71–6. Available from: 

https://webofjournals.com/index.php/3/article/

view/999 

21. Hwang RH, Lee CN, Chen YR, Zhang-Jian DJ. 

Cost optimization of elasticity cloud resource 

subscription policy. IEEE Transactions on 

Services Computing [Internet]. 2014 Oct [cited 

2025 Sep 19];7(4):561–74. Available from: 

https://ieeexplore.ieee.org/abstract/document/6

542623/ 
22. Schuhs G, Gützlaff A, Cremer S, 

Lammersmann J, Liu Y. Business model and 

organization – interdependencies for customer-

centric continuous innovation in subscription 

business. In: 2020 IEEE International 

Conference on Industrial Engineering and 

Engineering Management (IEEM) [Internet]. 

2020 [cited 2025 Sep 19]. p. 260–4. Available 

from: 

https://ieeexplore.ieee.org/abstract/document/9

309897/ 
23. Sweeney JC, Soutar GN. Consumer perceived 

value: The development of a multiple item 

scale. Journal of Retailing [Internet]. 2001 Jun 

1 [cited 2025 Sep 19];77(2):203–20. Available 

from: 

https://www.sciencedirect.com/science/article/

pii/S0022435901000410 

24. Sheth JN, Newman BI, Gross BL. Why we buy 

what we buy: A theory of consumption values. 

Journal of Business Research [Internet]. 1991 

Mar 1 [cited 2025 Sep 19];22(2):159–70. 

Available from: 
https://www.sciencedirect.com/science/article/

pii/0148296391900508 

25. Zeithaml VA. Consumer perceptions of price, 

quality, and value: a means-end model and 

synthesis of evidence. Journal of Marketing 

[Internet]. 1988 Jul [cited 2025 Sep 

19];52(3):2–22. Available from: 

https://journals.sagepub.com/doi/10.1177/002

224298805200302 

26. Gómez-Corona C, Valentin D. An experiential 

culture: A review on user, product, drinking 
and eating experiences in consumer research. 

Food Research International [Internet]. 2019 

Jan 1 [cited 2025 Sep 19];115:328–37. 

Available from: 

https://www.sciencedirect.com/science/article/

pii/S0963996918309207 



How to cite: Renu Verma, et, al. Subscription Economy and the Transformation of Ownership: A Review of Value Perceptions and 
Retention Strategies. Advances in Consumer Research. 2025;2(5):935–951. 

Advances in Consumer Research                            948 

27. Roy A. Marketing 5. 0: technology for 

humanity: philip kotler, hermawan kartajaya, 

and iwan setiawan, hoboken, nj: john wiley & 

sons inc. , 2021. 206 pp. Isbn 978-1119668510. 

List price: $28. 00. Hardcover. Journal of 

International Consumer Marketing [Internet]. 

2025 Mar 15 [cited 2025 Sep 19];37(2):173–6. 

Available from: 

https://www.tandfonline.com/doi/full/10.1080/

08961530.2024.2448649 

28. Senftleben M, Kerk M, Buiten M, Heine K. 
New rights or new business models? An 

inquiry into the future of publishing in the 

digital era. IIC [Internet]. 2017 Aug 1 [cited 

2025 Sep 19];48(5):538–61. Available from: 

https://doi.org/10.1007/s40319-017-0605-y 

29. Manu A. Transforming organizations for the 

subscription economy: starting from scratch. 

Routledge; 2017. 235 p. 

30. Suryakala B. Towards a subscription economy: 

digital transformation journey of a traditional 

product-based company. 2019 Jan 1 [cited 

2025 Sep 19]; Available from: 
https://www.academia.edu/110030759/Towar

ds_A_Subscription_Economy_Digital_Transf

ormation_Journey_of_a_Traditional_Product_

Based_Company 

31. Smith E, Suchman EA. Do people know why 

they buy? Journal of Applied Psychology. 

1940;24(6):673–84. 

32. Boyle PJ, Lathrop ES. Are consumers’ 

perceptions of price–quality relationships well 

calibrated? Int J Consumer Studies [Internet]. 

2009 Jan [cited 2025 Sep 19];33(1):58–63. 
Available from: 

https://onlinelibrary.wiley.com/doi/10.1111/j.1

470-6431.2008.00722.x 

33. “The experience economy: work is theatre & 

every business a stage” by b. Joseph pine ii and 

james h. Gilmore (Book review) - proquest 

[Internet]. [cited 2025 Sep 19]. Available from: 

https://www.proquest.com/openview/3a8f033

b95735f7e7be5e1040ee92849/1?pq-

origsite=gscholar&cbl=1817083 

34. Prahalad CK, Ramaswamy V. Co-creation 

experiences: The next practice in value 
creation. Journal of Interactive Marketing 

[Internet]. 2004 Jan 1 [cited 2025 Sep 

19];18(3):5–14. Available from: 

https://www.sciencedirect.com/science/article/

pii/S1094996804701073 

35. Thomson M, MacInnis DJ, Whan Park C. The 

ties that bind: measuring the strength of 

consumers’ emotional attachments to brands. J 

Consum Psychol [Internet]. 2005 Jan [cited 

2025 Sep 19];15(1):77–91. Available from: 

https://myscp.onlinelibrary.wiley.com/doi/10.
1207/s15327663jcp1501_10 

36. Katz E, Lazarsfeld PF, Roper E. Personal 

influence: the part played by people in the flow 

of mass communications. New York: 

Routledge; 2017. 434 p. 

37. Peters JD. The part played by gentiles in the 

flow of mass communications: on the ethnic 

utopia of personal influence. The ANNALS of 

the American Academy of Political and Social 

Science [Internet]. 2006 Nov [cited 2025 Sep 

19];608(1):97–114. Available from: 

https://journals.sagepub.com/doi/10.1177/000

2716206292425 

38. Elkin F. Personal influence: the part played by 

people in the flow of mass communications. By 

elihu katz and paul f. Lazarsfeld. With a 
foreword by elmo roper. A report of the bureau 

of applied social research, columbia university. 

Glencoe, ill. : the free press. 1955. Pp. Xxii, 

400. $6. 00. Canadian Journal of Economics 

and Political Science/Revue canadienne de 

economiques et science politique [Internet]. 

1957 Nov [cited 2025 Sep 19];23(4):572–4. 

Available from: 

https://www.cambridge.org/core/journals/cana

dian-journal-of-economics-and-political-

science-revue-canadienne-de-economiques-et-

science-politique/article/abs/personal-
influence-the-part-played-by-people-in-the-

flow-of-mass-communications-by-katzelihu-

and-lazarsfeldpaul-f-with-a-foreword-by-

roperelmo-a-report-of-the-bureau-of-applied-

social-research-columbia-university-glencoe-

ill-the-free-press-1955-pp-xxii-400-

600/9A86F18BF2D0E8715AA2E656B1C188

6F 

39. Hartl B, Hofmann E, Kirchler E. Do we need 

rules for “what’s mine is yours”? Governance 

in collaborative consumption communities. 
Journal of Business Research [Internet]. 2016 

Aug 1 [cited 2025 Sep 19];69(8):2756–63. 

Available from: 

https://www.sciencedirect.com/science/article/

pii/S0148296315006050 

40. Bardhi F, Eckhardt GM. Access-based 

consumption: the case of car sharing: table 1. J 

Consum Res [Internet]. 2012 Dec 1 [cited 2025 

Sep 19];39(4):881–98. Available from: 

https://academic.oup.com/jcr/article-

lookup/doi/10.1086/666376 

41. Seenivasan DM. Today’s multidisciplinary 
research perspectives volume -1. Authors Click 

Publishing; 2024. 131 p. 

42. Kahim S. Building an online community: 

fostering and enhancing collaboration for 

marketers and analysts [Internet]. 2024 [cited 

2025 Sep 19]. Available from: 

http://www.theseus.fi/handle/10024/872616 

43. Janzer A. Subscription marketing: strategies for 

nurturing customers in a world of churn, 3rd 

edition. Cuesta Park Consulting; 2020. 234 p. 

44. Adula M, Kant S. Customer journey mapping 
effect on omni channel optimization by 

mediation of real-time personalization of 

contact points in eastern africa. In: AI 

Innovations for Customer Experience 

Optimization in the Service Sector [Internet]. 

IGI Global Scientific Publishing; 2025 [cited 



How to cite: Renu Verma, et, al. Subscription Economy and the Transformation of Ownership: A Review of Value Perceptions and 
Retention Strategies. Advances in Consumer Research. 2025;2(5):935–951. 

Advances in Consumer Research                            949 

2025 Sep 19]. p. 155–78. Available from: 

https://www.igi-global.com/chapter/customer-

journey-mapping-effect-on-omni-channel-

optimization-by-mediation-of-real-time-

personalization-of-contact-points-in-eastern-

africa/www.igi-global.com/chapter/customer-

journey-mapping-effect-on-omni-channel-

optimization-by-mediation-of-real-time-

personalization-of-contact-points-in-eastern-

africa/379227 

45. Sjödin D, Parida V, Kohtamäki M, Wincent J. 
An agile co-creation process for digital 

servitization: A micro-service innovation 

approach. Journal of Business Research 

[Internet]. 2020 May 1 [cited 2025 Sep 

19];112:478–91. Available from: 

https://www.sciencedirect.com/science/article/

pii/S0148296320300175 

46. Saviotti PP, Pyka A. Innovation, structural 

change and demand evolution: does demand 

saturate? J Evol Econ [Internet]. 2017 Apr 1 

[cited 2025 Sep 19];27(2):337–58. Available 

from: https://doi.org/10.1007/s00191-015-
0428-2 

47. Gölling T. Embracing the sharing economy: a 

global imperative. In: Kovács TA, Stadler RG, 

Daruka N, editors. The Impact of the Energy 

Dependency on Critical Infrastructure 

Protection. Cham: Springer Nature 

Switzerland; 2025. p. 325–34. 

48. Shdifat B, Kozanoglu DC, Erfani S. Achieving 

the triple bottom line through big data 

analytics. In: Park SH, Gonzalez-Perez MA, 

Floriani DE, editors. The Palgrave Handbook 
of Corporate Sustainability in the Digital Era 

[Internet]. Cham: Springer International 

Publishing; 2021 [cited 2025 Sep 19]. p. 631–

49. Available from: 

https://doi.org/10.1007/978-3-030-42412-1_32 

49. Manski S. Distributed ledger technologies, 

value accounting, and the self sovereign 

identity. Front Blockchain [Internet]. 2020 Jun 

23 [cited 2025 Sep 19];3. Available from: 

https://www.frontiersin.org/journals/blockchai

n/articles/10.3389/fbloc.2020.00029/full 

50. Truth telling: solutions for aging inventory 
problems by transforming customer mistrust - 

proquest [Internet]. [cited 2025 Sep 19]. 

Available from: 

https://www.proquest.com/openview/a56e6ac

9cbeb87499c6686825e6e9c24/1?pq-

origsite=gscholar&cbl=18750&diss=y 

51. Levine EE, Duncan S. Deception and the 

marketplace of ideas. Consumer Psychology 

Review [Internet]. 2022 Jan [cited 2025 Sep 

19];5(1):33–50. Available from: 

https://myscp.onlinelibrary.wiley.com/doi/10.
1002/arcp.1076 

52. Bellagarda JS, Abu-Mahfouz AM. An updated 

survey on the convergence of distributed ledger 

technology and artificial intelligence: current 

state, major challenges and future direction. 

IEEE Access [Internet]. 2022 [cited 2025 Sep 

19];10:50774–93. Available from: 

https://ieeexplore.ieee.org/abstract/document/9

770802/ 

53. Mundy K, Menashy F. The world bank, the 

international finance corporation, and private 

sector participation in basic education: 

examining the education sector strategy 2020. 

In: Collins CS, Wiseman AW, editors. 

International Perspectives on Education and 

Society [Internet]. Emerald Group Publishing 

Limited; 2012 [cited 2025 Sep 19]. p. 113–31. 
Available from: 

http://www.emerald.com/books/edited-

volume/15878/chapter/87528645 

54. Reuter E. Hybrid business models in the 

sharing economy: The role of business model 

design for managing the environmental 

paradox. Bus Strat Env [Internet]. 2022 Feb 

[cited 2025 Sep 19];31(2):603–18. Available 

from: 

https://onlinelibrary.wiley.com/doi/10.1002/bs

e.2939 

55. Schuh G, Frank J, Holst L, Müller D, Leiting T, 
Bruhns L. Digitalization as an enabler of 

subscription business models in the 

manufacturing industry. In: Voigt KI, M. 

Müller J, editors. Digital Business Models in 

Industrial Ecosystems: Lessons Learned from 

Industry 40 Across Europe [Internet]. Cham: 

Springer International Publishing; 2021 [cited 

2025 Sep 19]. p. 49–70. Available from: 

https://doi.org/10.1007/978-3-030-82003-9_4 

56. Catulli M, Thomas R, Fenner R, Copsey SL, 

Walsh S. Exploring the gender inclusivity of 
mobility as a service through the access based 

consumption framework: A UK case study. 

Journal of Urban Mobility [Internet]. 2025 Jun 

1 [cited 2025 Sep 19];7:100118. Available 

from: 

https://www.sciencedirect.com/science/article/

pii/S2667091725000202 

57. Qureshi DM. The strategic implications of 

subscription-based business models for 

profitability. Journal of Strategic Business 

Research [Internet]. 2025 Jun 1 [cited 2025 Sep 

19];3(1):25–31. Available from: 
https://jsbrjournal.com/index.php/journal/articl

e/view/8 

58. Zarubin V.S. INNOVATIONS IN AI-DRIVEN 

CUSTOMER RELATIONSHIP 

MANAGEMENT FOR SPORTS CLUBS 

AND FEDERATIONS. Инновационная 

наука [Internet]. 2025 [cited 2025 Sep 24];(7-

2). Available from: 

https://cyberleninka.ru/article/n/innovations-

in-ai-driven-customer-relationship-

management-for-sports-clubs-and-federations 
59. Niazi SK. Continuous Manufacturing of 

Recombinant Drugs: Comprehensive Analysis 

of Cost Reduction Strategies, Regulatory 

Pathways, and Global Implementation. 

Pharmaceuticals [Internet]. 2025 Aug 4 [cited 

2025 Sep 20];18(8):1157–7. Available from: 

https://jsbrjournal.com/index.php/journal/article/view/8
https://jsbrjournal.com/index.php/journal/article/view/8


How to cite: Renu Verma, et, al. Subscription Economy and the Transformation of Ownership: A Review of Value Perceptions and 
Retention Strategies. Advances in Consumer Research. 2025;2(5):935–951. 

Advances in Consumer Research                            950 

https://pmc.ncbi.nlm.nih.gov/articles/PMC123

88894/ 

60. Fischer I, Beswick C, Newell S. Rho AI – 

Leveraging artificial intelligence to address 

climate change: Financing, implementation and 

ethics. Journal of Information Technology 

Teaching Cases [Internet]. 2021 Feb 

23;11(2):204388692096178. Available from: 

https://journals.sagepub.com/doi/abs/10.1177/

2043886920961782 

61. Li S. The impact of AI-driven music production 
software on the economics of the music 

industry. Information Development [Internet]. 

2025 Jan 27; Available from: 

https://journals.sagepub.com/doi/abs/10.1177/

02666669241312170 

62. Freed L, Bishop L, Gregory D, Manvaditya, 

Kolachina V, Shteynberg E, et al. Implications 

of the Subscription Economy [Internet]. 

papers.ssrn.com. Rochester, NY; 2022. 

Available from: 

https://papers.ssrn.com/sol3/papers.cfm?abstra

ct_id=3998519 
63. Andersson V. Developing a systematic 

framework for churn mitigation in a B2B SaaS 

environment. Theseusfi [Internet]. 2024; 

Available from: 

https://www.theseus.fi/handle/10024/873463 

64. Vaneeta M, Kusuma T, Shruthi G, Avanish Rao 

BS, Anand N, Abhishek M. Data Analytics on 

Blitz E-sports: Enhancing Gaming Experience 

through Personalization and Prediction. 2025 

Jan 16 [cited 2025 Sep 24];1–5. Available 

from: 
https://ieeexplore.ieee.org/abstract/document/1

0915318/ 

65. Van Der Borgh M. MASTER THESIS 

Preventing churn behavior in SaaS startups: An 

exploratory multiple case study of Danish 

startups [Internet]. Available from: 

https://research.cbs.dk/files/92146242/154383

9_Master_Thesis_Cagnolo_Raniero_Final.pdf 

66. Rask E. Comparing predictive methods for 

customer churn – A case study of a B2B SaaS 

company [Internet]. Aalto.fi. 2025 [cited 2025 

Sep 24]. Available from: 
https://aaltodoc.aalto.fi/items/1a1a9b9d-fd77-

4f51-99ca-7c1c96323b3c 

67. Engblom E. Scaling Finnish SaaS startups : an 

empirical study. Lutpublutfi [Internet]. 2025; 

Available from: 

https://lutpub.lut.fi/handle/10024/169783 

68. Holtz D, Carterette B, Chandar P, Nazari Z, 

Cramer H, Aral S. The Engagement-Diversity 

Connection: Evidence from a Field Experiment 

on Spotify. Proceedings of the 21st ACM 

Conference on Economics and Computation 
[Internet]. 2020 Jul 9; Available from: 

https://dl.acm.org/doi/abs/10.1145/3391403.33

99532 

69. Amatriain X. Big & personal: data and models 

behind Netflix recommendations. Proceedings 

of the 2nd International Workshop on Big Data, 

Streams and Heterogeneous Source Mining 

Algorithms, Systems, Programming Models 

and Applications - BigMine ’13 [Internet]. 

2013; Available from: 

https://dl.acm.org/doi/abs/10.1145/2501221.25

01222 

70. Neglur IS, PS R. Keeping Viewers hooked: 

Netflix’s Innovative Strategies for Reducing 

Churn. Journal of Information Technology 

Teaching Cases [Internet]. 2024 Oct 26; 

Available from: 
https://journals.sagepub.com/doi/abs/10.1177/

20438869241296895 

71. Gomez-Uribe CA, Hunt N. The Netflix 

recommender system: Algorithms, business 

value, and innovation. ACM Transactions on 

Management Information Systems [Internet]. 

2015 Dec 28;6(4):1–19. Available from: 

https://dl.acm.org/doi/abs/10.1145/2843948 

72. Drew M. Netflix and Their Customer 

Acquisition Model Netflix and Their Customer 

Acquisition Model [Internet]. 2024. Available 

from: 
https://scholarworks.umt.edu/cgi/viewcontent.

cgi?article=1535&context=utpp 

73. Skok D. SaaS Metrics 2.0 -A Guide to 

Measuring and Improving what Matters 

[Internet]. Available from: 

https://xilejun.com/wp-

content/uploads/2019/02/saas-metrics-2.0-a-

guide-to-measuring-and-improving-what-

matters-for-entrepreneurs.pdf 

74. Anjaria K, Patel A. A STUDY ON THE 

IMPACT OF SUBSCRIPTION-BASED 
MODELS ON CONSUMER BUYING 

BEHAVIOUR WITH RESPECT TO E-

COMMERCE PLATFORMS. International 

Journal of Management, Public Policy and 

Research [Internet]. 2025 Jan 14;4(1):1–7. 

Available from: 

https://ijmpr.org/index.php/IJMPR/article/vie

w/249 

75. Bharathi S V, Pramod D, Raman R. An 

Ensemble Model for Predicting Retail Banking 

Churn in the Youth Segment of Customers. 

Data [Internet]. 2022 May 9;7(5):61. Available 
from: https://www.mdpi.com/2306-

5729/7/5/61 

76. Shtal T, Pliekhanov K, Kravets K, Bochkov D. 

Trends in the development of digital 

subscription services in international markets. 

Hneueduua [Internet]. 2024; Available from: 

http://repository.hneu.edu.ua/handle/12345678

9/33935 

77. Chen T, Fenyo K, Yang S, Zhang J. Thinking 

inside the subscription box: New research on e-

commerce consumers [Internet]. 2018 Feb. 
Available from: 

https://www.mckinsey.com/~/media/McKinse

y/Industries/Technology%20Media%20and%2

0Telecommunications/High%20Tech/Our%20

Insights/Thinking%20inside%20the%20subscr

iption%20box%20New%20research%20on%2



How to cite: Renu Verma, et, al. Subscription Economy and the Transformation of Ownership: A Review of Value Perceptions and 
Retention Strategies. Advances in Consumer Research. 2025;2(5):935–951. 

Advances in Consumer Research                            951 

0ecommerce%20consumers/Thinking-inside-

the-subscription-box-New-research-on-

ecommerce-consumers.pdf 

78. Amin Mirjalili SM, Aslani A, Zahedi R. 

Towards sustainable commercial-office 

buildings: Harnessing the power of solar 

panels, electric vehicles, and smart charging for 

enhanced energy efficiency and environmental 

responsibility. Case Studies in Thermal 

Engineering [Internet]. 2023 Nov 4;52:103696. 

Available from: 
https://www.sciencedirect.com/science/article/

pii/S2214157X2301002X 

79. Fleming P. “Never Let a Good Crisis Go to 

Waste”: How Consulting Firms Are Using 

COVID-19 as a Pretext to Transform 

Universities and Business School Education. 

Academy of Management Learning & 

Education [Internet]. 2022 Nov 18; Available 

from: 

https://journals.aom.org/doi/abs/10.5465/amle.

2022.0217 

80. Vasanth V. AI-DRIVEN DYNAMIC ACCESS 
CERTIFICATION: THE FUTURE OF 

IDENTITY GOVERNANCE. 

INTERNATIONAL JOURNAL OF 

RESEARCH IN COMPUTER 

APPLICATIONS AND INFORMATION 

TECHNOLOGY [Internet]. 2025 Jan 31 [cited 

2025 Jul 25];8(1):1051–63. Available from: 

https://www.academia.edu/download/1212197

18/AIDRIVEN_DYNAMIC_ACCESS.pdf 

81. Nair R, Gandhi N, Bhagwat N, Avinash N, 

Sinha K. Growth of Subscription-Based 
Services [Internet]. ResearchGate. 2023. 

Available from: 

https://www.researchgate.net/publication/3763

55423_Growth_of_Subscription-

Based_Services 

https://www.academia.edu/download/121219718/AIDRIVEN_DYNAMIC_ACCESS.pdf
https://www.academia.edu/download/121219718/AIDRIVEN_DYNAMIC_ACCESS.pdf
https://www.researchgate.net/publication/376355423_Growth_of_Subscription-Based_Services
https://www.researchgate.net/publication/376355423_Growth_of_Subscription-Based_Services
https://www.researchgate.net/publication/376355423_Growth_of_Subscription-Based_Services

